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ABSTRACT 



Rather than viewing Channel One's World Wide Web site as an 
authentic news bureau, as the organization claims, it is better understood as 
an advertising delivery system. The web site is an attempt to expand Channel 
One’s reach into schools, taking advantage of unsuspecting teachers and 
students who might fall prey to spurious claims. This paper recommends that 
teachers find alternative, reliable news sources that seek to educate and 
inform young people, not to market to them. The paper provides a detailed 
description and analysis of content on Channel One's web site and American 
Online (AOL) area, including: (1) promotion of Channel One activities and 
people (such as web schools and contests) ; (2) information about news topics; 
and (3) information solicitations from students. It also describes the use of 
advertising banners, multi-layered marketing, and self -promoting links. 
Appendices present a sample Channel One survey and a news article on 
advertising in schools. (EV) 
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Channel One Online: Advertising Not Educating 



by Shelley Pasnik* 

The Channel One Web site and area on America Online are extensions of the 
controversial K-III Communications that has forced its way into classrooms. Given that 
Channel One news boasts that it reaches 40 percent of all middle and high school 
students in the United States, it is crucial to better understand the nature of its online 
presence. 

Channel One alleges that it is a news bureau whose mission is to inform students and 
teachers of current events. The Web site and AOL area are brimming with self- 
aggrandizing claims, such as the notion that Channel One is "one of the premier 
providers of educational video," and that "the Hacienda (where the news anchors are 
based) is the nerve center of one of only five television news organizations that cover 
both the nation and the world." But there is precious little to be found on the Web and 
AOL's proprietary service to substantiate Channel One's status as an educational 
content provider. Instead, Channel One's forays into new media are much like their off- 
line efforts: an over-abundance of self-promotion, a fair amount of advertising and a 
modicum of content. 

Not only does Channel One use its Web site and AOL area to advance its own standing 
and popularity within schools, it uses them to gather an inordinate amount of personal 
information from students in the process. Nearly half of all pages on the Channel One 
site are dedicated to collecting information from students and/or promoting Channel 
One. Information is solicited from students without disclosing how the information will 
be used and who will have access to it. There also is no attempt on the part of K-III 
Communications to obtain parental permission even when personally identifiable 
information is solicited from children as young as ten years old. 1 

Rather than viewing Channel One as an authentic news bureau, it is better understood 
as an advertising delivery system. Channel One's Web site is an attempt to expand its 
reach into schools, taking advantage of unsuspecting teachers and students who might 
fall prey to its spurious claims. One of the most exciting and appealing aspects of the 
Web and other interactive services is that they give many people the opportunity to 
become producers. Compared to other media, there are relatively few barriers 
preventing individuals, organizations and companies from placing their creations on 



* Shelley Pasnik is the Director of Children's Policy at the Center for Media Education (CME). She co- 
authored the report, Web of Deception: Threats to Children from Online Marketing, documenting how 
advertisers and marketers have begun targeting the rapidly growing numbers of children and teenagers 
online. The report is part of CME’s initiative to ensure that the power of the new media system will be 
harnessed a positive force in the lives of children. 

^ee Appendix 1 for a sample survey. 
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